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Canadian Overview 



CANADIAN MARKET OVERVIEW 

• Canada’s population is  35.4 million  
• Highest population growth among G7 countries; on average 1% per year   
• The five fastest growing cities 

• Calgary 
• Edmonton 
• Saskatoon 

• Calgary now 4th largest city overtaking Ottawa 

  
• Regina  
• Lethbridge  

 



TRAVEL INTENTIONS 



VISITATION 



OUTBOUND CANADA 2016-2017 

 
Global Outbound 
• Q1 2017, Canadians made 8.5M+ overnight trips globally, up 4.7% 
• Travel to U.S. destinations accounted for 53.9% of all outbound leisure trips during 

this period 
• Canadian outbound travel trends globally: 

•Mexico record high visitation in 2016 
•Visitation to European countries up 9.1% 
•Asia/Pacific up 8% 
•Cuba and Dominican Republic up 3.1% 
 

USA Outbound– Q1 Comparison 2017  
• Leisure travel to the U.S. increased 3.8% compared to last Q1 
• Travel to U.S. destinations accounted for 53.9% of total outbound trips 

 
CBoC June 2017  





ARRIVALS FROM CANADA 

Last year’s arrivals into PHX 
• Change in capacity from American Airlines and Air Canada 
• Result in 14.9% decline in arrivals in PHX during Q1 2017 
• Passenger total to over 400K 

Conference Board of Canada. May 2017 
 

• WestJet launched new service to AZA Jan 21 – April 29, 2017 
• Adding more than 9K seasonal seats from Edmonton and Calgary 
• 3X/Week b/w Calgary and AZA 
• 1X/Week b/w Edmonton and AZA 
• Total of 60 WestJet flights/week from Calgary + Edmonton into Arizona 

Travelweek 
 

 
Future arrivals into PHX 
• Air Canada adding direct seasonal Montreal-Phoenix 

• Beginning Feb 22 – May 28, 2018 
CTV News 
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ARRIVALS FROM CANADA 





Canadian Media Landscape 



 
Major outlets stopping or reducing print production  

La Presse will cease printing entirely by 2018 
National Post has stopped Monday print as of June 2017  

 
Editorial staff teams are being reduced and reorganized  

The Toronto Sun: reorganized its editorial staffing model so that reporters will no longer 
cover specific beats. Instead they will operate as a pool of general assignment writer  

 
The Canadian Government is exploring new funding models for Media/Broadcast in 
Canada   

Recommendations include: Tax incentives ( expanding tax deductions to digital advertising 
on Canadian-owned media), implementing controls on media consolidation, beefing up 
Canada’s Periodical Funds (currently excludes daily newspapers and free community 
newspapers) and increasing local news support (reviewing policies for funding of 
community television)  

Globe and Mail June 2017 
 

MEDIA NEWS 



MEDIA LANDSCAPE 

QUEBECOR 

TV: Quebecor, 
VideoTron, TVA 
Group (largest 
private French-
language 
broadcaster in 
North America , 
TVA Network, TVA 
Sports 
Newspapers: Le 
Journal de Montreal 
& Le Journal de 
Quebec, TVA 
Publications, 30 
daily newspapers 
and community 
newspapers   
 

BELL Media   

TV: Animal Planet, 
BNN. Bravo, Comedy, 
CTV, CTV News, 
CP24, Discover, E, 
HBO Canada, MTV, 
Much RDS, TSN  
Radio: Boom, CJAD 
800 AM, iHeart Radio, 
Virgin Radio,  

TV: OLN, City, 
Omni, Bt, City 
News, City Line  
Radio: Money 
Sense, Kiss 92.5, 
680 News,  
Magazines: Today’s 
Parent,  Hello! 
Canada, Vice, 
Brides, Glamour, 
Chatelaine, Flare, 
Bon Appetit, 
Epicurious, Shape, 
City Line, 
Maclean’s, Golf 
Digest, Sportsnet  

CORUS 

Entertainment 

TV: BBC 
Canada, Corus 
Media, Food 
Network, Global 
News, HGTV, 
Nat Geo Wild,  
Slice, Showcase 
, W Network  
Radio: 770 AM, 
Boom 101.9 

CBC 

TV: CBC, CBC 
News Network, 
Documentary 
channel, ICI 
Radio Canada, 
ICI RDI 
Radio: Radio 
one, ICI 
Premiere, 
partnership 
with Sirius XM  
 

Newspaper: 
National Post, The 
Sun Papers, The 
Province, 24 hours, 
The London Free 
Press, The Gazette  
 

Torstar  

Newspaper: 
Toronto Star, 
Hamilton 
Spectator, Metro 
Papers across 
the country   

 

 

PostMedia /  
Sun Media 

ROGERS 



CANADIAN MEDIA TRENDS 2017 

LIVE STREAMING– 2016 saw the emergence of live video as a medium everyone needs to take more 

seriously and it’s not showing any sign of slowing down in 2017. A recent report predicted that live 

streaming will be a $70+ billion industry by 2021 and more and more brands are getting on board  

 

AUGMENTED REALITY AND VIRTUAL REALITY AUGMENTAITON- increasingly popular vehicles to 

facilitate compelling, experiential brand interactions  

 

SCREEN AGNOTISISM – we live in a world where content is viewed on multiple screens simultaneously 

so crafting creative and contextual messaging that is instantly recognizable, on brand, and seamlessly 

integrated is more important than ever 

 

SPONSORED EDITORIAL- As digital advertising continues to decline and media houses are increasingly 

shuttered, a new iteration of sponsored editorial is appearing on the scene. Media outlets are spinning off 

“studios” focused on creating engaging multimedia content that, on the surface, appears to be organic 

journalism, but is actually paid editorial aimed to drive awareness of brand initiatives. 

 

MICRO INFLUENCERS - A shift from quantity to quality is afoot in the influencer arena. Brands are 

increasingly engaging micro-influencers over more famous (and expensive) influencers because it allows 

them to be more targeted and authentic in approach. While admittedly smaller in following and more niche 

in audience, micro-influencers enable a brand to reach a more interested and engaged audience. 
 

Forbes June 2017  

 

 



PR and Trade Results 



CANADIAN PR RESULTS 2016 

Strategy 
Diversify media outreach to grow engagement, influencers and bookings in an extremely 
challenging economic climate  
• Increased into the digital world in order to grow engagement and bookings 
• Promoted value to Canadians 
• Pitched budget-friendly stories vs. luxury given the weak Canadian dollar 
 
Total Generated Clipping circulation 8.9M in print reaching  nearly $500K in publicity 
value; a 2% increase in impressions over last year 
 
Total overall generated clipping circulation 56M reaching over $560K in publicity value 
 
 Media activities included: 
• 11 individual press trips 
• 1 AOT Canada group FAM 
• 1 AOT International FAM 



INFLUENCER FAM – ROUTE 66 
BUDGET 
$10,000 
 
RESULTS 
Reach: 825,000 
Facebook Posts: 71 
Instagram Posts: 58 
Twitter: 178 
Engagement across AOT channels 
increased by  over 350% over the 5-day 
long FAM. 
 
GOAL: To increase social media traffic and 
to grow followers across @ArizonaTourism 
channels, via a 5-day Digital Influencer 
FAM. 
 
STRATEGY: Participants met with individual 
partners at each stop, providing a unique 
and customized experience.  Provided 
access to wireless hotspots. 



SOCIAL ENGAGEMENT  



CANADIAN BROADCAST HIGHLIGHTS 

3 Broadcast Segments:  
• Marina Orsini, October 2016 

• Sedona, Verde Canyon Rail 
Road, Cottonwood, Jerome, 
Flagstaff, Grand Canyon, Route 
66 

 
• Pour le Plaisir, December 2016 

• Southern AZ; Bisbee, 
Tombstone, Coronado National 
Memorial 

 
• Azimut, October 1016 

• Sedona, Verde Canyon Railroad 



PR RESULTS 

Travelweek: Arizona holding strong with new properties and 
‘Loonie Love’  



PR RESULTS 

Doctor’s Review  - “Centennial views” 



PR RESULTS 
Winnipeg Free Press – 
Buddy trip hits the rocks 
and resorts 



PR RESULTS 

Toronto Star: Taking in Two of Arizona’s Dark Sky Parks 



PR RESULTS 

Vancouver Media Mission 
August 2016 



IN-MARKET PR ACTIVITIES 

Vancouver Media Mission, 
August 16, 2016:  
• 13 partners attended, biggest 

turnout yet! 
• 30 media in attendance 
• Theme: Arizona through the 

Senses 
• Conversion: 

• 5 FAMs 
 
Discover America Day, 
September 26, 2016: 
• 16 media appointments 
• Conversion:  

• 1 FAM 
• 3 pipeline 

 
 
 
 

Montreal and Toronto Media 
Mission, Feb 26 – 28, 2017:  
• One day in Montreal, two days in 

Toronto  
• 26 appointments in 3 days 
• Conversion: 

• 2 FAMs 
• 4 pipeline 

 
Travel Media Association of 
Canada (TMAC – Annual 
Conference, Quebec City, May 24 
– 27, 2017):  
• 18 appointments  
• Conversion:  

• 3 pipeline 

 
 



Project Strategy  
Increase Arizona’s brand presence in Canada to maintain market share in a 
very competitive environment.  

Educate and excite travel trade to book 
more of Arizona through: 
 
Newsletter E-blasts customized by 
season 

• Total opens: 17,493 Total Clicks: 
196  

 
Vancouver Sales Calls August 2016 
(WestJet Vacations, Air Canada Vacations, 
Uniglobe, Travel Best Bets, Royal Scenic) 
 
Digital Initiative: Travel Alerts 
  

Travel Brands Roadshow April 
2017 (combination of product 
trainings, networking lunch and 
agent trade shows)  
• Flight Centre Trainings in 

Edmonton & Vancouver  
• Asian Market Focus, 

Richmond, Vancouver: 18 
attendees 

• Trade shows: Edmonton 220 
attendees/ Vancouver 286 
attendees 

 
Western Canada Product FAM: 
Scheduled Sept. 2017 
 

CANADIAN TRADE ACTIVITIES & RESULTS 



CANADIAN TRADE ACTIVITIES & RESULTS 



TRADE ACTIVITIES & RESULTS 



PUBLIC RELATIONS   
BEYOND THE ORDINARY 

 
Seriously Social 
• Create engaging social content through: 

• Influencer takeovers 
• Engaging video content 
• Broadcast segments 
• Focus on brand pillars: Wellness, Heritage, Adventure, Culinary 
 

Marketing Partnerships  
• Airline partnerships  
• Prioritize contesting through digital channels and broadcast  

• Leverage partners to create compelling experiences  
 

 
 



Create excitement and buzz around MTL  
• PHX route as part of larger Quebec strategy  
• Newsletter E-blasts 
• Vancouver Event and Meetings 
• Eastern Canada Event and Meetings 
• Western Canada Product FAM 
• Eastern Canada Product FAM 

 
Digital initiative:  

• National digital contests and monthly ad campaigns 

PLAN FOR SUCCESS - TRADE 



DRIVE CANADIAN VISITATION DESPITE 
CHALLENGES 

Team work makes the dream work! 
Competing with Canada 150 
• Support in partnerships on contesting 
• Innovation around FAM experiences 
• Compelling stories and resources  

• Newsletters, digital assets and 
regional updates 

• Coordination and synergies between 
DMOs  
• Win as s State, tough competition 

In-market activities: 
Creative and Compelling!  
• Toronto/Montreal Media 

Marketplace 
• West Coast Media Mission 
• Discover America Day  
• Stunting 



Connect Worldwide  

Canada Office 

Aisha Dhalla 
Public Relations 
Manager 
aisha@cww.travel  

Charmaine Singh 
Account Director 
Charmaine@cww.travel  

Stephanie Freed 
Burns 
Account Manager 
Stephanie@cww.travel  

mailto:Charmaine@cww.travel
mailto:Charmaine@cww.travel
mailto:Charmaine@cww.travel


Thank you! 




